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Pursuant to 37 CDR 1 .1 32, this Affidavit and its attachments are respectfully submitted to prove the 
commercial potential of the invention and to disprove the possibility that the invention could have 
been obviously derived from the prior art, but it is not in the marketplace or appear on any patent 
document due to lack of commercial merits, as suggested by examiner during telephone interview. 

1) Invention received a very high score by the Pies VIII/WIN evaluation program 
recommending commercialization via licensing and venturing 

08 

m 

The WIN program is a Not For profit co-operative venture of Walmart, The University of Southwest ^ 

Missouri State University and the Innovation Institute. They charge a fee of $175 for an evaluation > 

that covers 41 aspects of each project. The project is assigned to an evaluator knowledgeable of the ^ 

specific area of the invention. And the results of the evaluation are presented in the form of a report. ^ 

For the evaluation, applicant submitted a copy of parent patent application 09/1 30,534 filed on Aug. ^ 

4/1998. O 

o 

Nexus between claimed invention and evidence of potential for commercial success is "ID 



established by the fact that parent application discloses many embodiments of self sealing forms. 
See (in application 09/130,534): 14th embodiment example (FIGS. 31A-31G), 15th embodiment 
example (FIGS. 32A-32D), 1 6th embodiment example (FIGS. 33A-33D), 1 7th embodiment example 
(FIGS. 34A-34F), 18th embodiment example (FIGS. 35A-35E), 19th embodiment example (FIGS. 
36/^-361), 20th embodiment example (FIGS. 37A- 37D), 21st embodiment example (FIGS. 38A-38F), 
22nd embodiment example (FIG. 39A-39E), 27th embodiment example (FIG. 44A-44G), 30th 
embodiment example (FIGS. 47A-47E) 

-Attached hereto is atrue copy of said report, labeled EXHIBIT A. 
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2) Invention was highly commended on its merits by IMichelman, a leading 
Company in the Water base coatings industry 

Applicant submitted the project in the form of a copy of parent patent application 09/130,534, 
seeking a license agreement. 

Nexus between claimed invention and evidence of potential commercial success is established by 
the fact that parent application discloses many embodiments of self sealing forms, as indicated 
above. 

Michelman recognized the commercial merits and criticality of applicant's invention, and expressed 
interest in participating in its development. Attached hereto is: 

-A true copy of soliciting letter from applicant, labeled EXHIBIT B, 

-A true copy of response letterfrom Michelman, labeled EXHIBIT C, 

-A true copy of Michelman's "About Us" web page, labeled EXHIBIT D, 

-A true copy of a Dunn & Bradstreet report about Michelman, labeled EXHIBIT E. 

3) New England Business Services (NEBS) is interested in applicant's self 
sealing forms 

NEBS is a prime supplier of business forms in the US and in the world. They do not normally 
manufacture their products. They often out-source manufacturing or simply buy from other parties. 
They do concentrate in the printing aspect of the service they offer. 

Applicant submitted to NEBS different leaflets describing different embodiments of "Self Sealing 
Forms", which establishes nexus between claimed invention and evidence of potential for 
commercial success. In response, NEBS acknowledged importance of self sealing forms, and 
expressed interest to purchase products from applicant. 
Attached hereto is: 

-A true copy of a print out retrospective thread of e-mail messages exchanged with NEBS, 
labeled EXHIBIT F; 

-A true copy of descriptive leaflet of one of several embodiments of the invention, as submitted to 
NEBS by applicant, labeled EXHIBIT G, 

-A true copy of a NEBS report by Thomas Register, labeled EXHIBIT H, 

-A true copy of NEBS Company Profile by Yahoo, labeled EXHIBIT I, 

-A true copy of NEBS Company Profile by Hoover's Online, labeled EXHIBIT J, 
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4) National Envelope, a leading manufacturing company has praised invention, 
and will consider periodically to include it in their production line 

National Envelope is, according to the company's own claims, the largest producer of envelopes in 
the US. National Envelope is a privately held company. It also manufactures many other mailing 
devices. Applicant submitted descriptive materials and working prototypes of "Self Sealing Forms" 
of this application (09/978,215) and Envelopes of application 09/978,264 which establish nexus 
between claimed invention and commercial success potential. The presentation was made in 
person to VP of Marketing, Bernie Mathews and assistant Mike Raitcim in two meetings that took 
place at National Envelope's plant of Union, NJ on November and December 2001. Company 
acknowledged novelty of the inventions and expressed interest in both types of products. They 
further mentioned that project was shown to engineers and marketing people at the Union,NJ and 
Long Island City, NY and everybody 'liked it. 

However, company declined to license the invention at the time, due to immediate marketing goals, 
and invited inventor to resubmit it in the nearfuture. 

Attached hereto is: 

-A true; copy of a presentation pamphlet by NationaJ Envelope, excerpted and re-printed from u 
"Distribution, Sales & Management", (a trade publication) about William Ungar, founder and. 
president of National Envelope, and about National Envelope itself; labeled EXHIBIT K, 

-A true copy of National Envelope Company Profile by Hoover's Online, labeled EXHIBIT L. 

As explained in Amendment A, commercial success of an invention is a function of many variable 
factors, beyond the intrinsic commercial value of the idea. 

In the case of an independent inventor — like applicant — these factors may be harder to control and 
overcome, due to restrictions of time, money and other resources, which may simply be aggravated 
by inventor's lack of marketing ability. All of this, independently of the merits of the idea, 

Thus, althoughtthis invention has not yet been launched into the marketplace, the 1)-4) statements 
above indicate a high likelihood of success, and are therefore submitted as proof of the invention's 
commercial merits, based on its novelty, and to disprove the possibility that the invention would 
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have been obviously derived from the prior art, but it is not in the marketplace or appear on any 
patent document due to lack of commercial merits, as suggested by examiner. All of this Is even 
more significant in light of the fact that this is a very crowded art. 



/ hereby declare that all statements made hereh of my own knowledge are true and that 
all statements made on information and belief are believed to be true; and further that 
these statements were made with the knowledge that willful false statements and the like 
so made are punishable by fine or imprisonment, or both, under section 1001 of Title 18 
of the United States Code, and that such willful false statements may jeopardize the 
validity of any application, any patent issuing thereon, or any patent to which this verified 
statement is directed. 




60 Fourth Street 
South Orange 
Essex County 
New Jersey, 07079 
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Fastening Method With Multiple applications 



Prepared For: 

Luis J. Rodriguez 
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852 Highway MM 
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December 1, 1998 



Luis J. Rodriguez 

60 Fourth Street 

South Orange, NJ 07079-1851 

Dear Mr. Rodriguez: 

Your project is recommended for further development and commercialization. You have a right 
to be pleased with this news. Not many inventions reach this point. Less than 5% of the 
inventions we see receive SLR scores of .42 or more. While we are of the opinion that your 
project has commercial merit, it is not the type of product which is suitable for distribution 
through Wal-Mart at this time. Thus, there is little to be gained by forwarding it to Wal-Mart 
for a second review. Your technology will need to be applied to specific produc applications 
first. 

We are just as interested in the progress of projects such as yours as those we send on tho Wal- 
Mart. I hope you will keep us informed of your progress. I suggest that you study your 
evaluation report and begin to resolve any of the unknowns or low scores that need attention. 
You could begin to develop a business plan or product prospectus, depending upon your 
commercialization strategy. If you have not already done so, you should conduct some 
consumer perception research to generate some data on the demand level, price and overall 
consumer reaction to your design and features. 

Because of your evaluation score we are including a report listing all of the associate of the Wal- 
Mart Innovation Network (WIN IN) located in your state. Some of the resources listed may 
have moved, changed telephone numbers or have ceased to exist by the time we were finished 
assembling the information for our directory. Keeping such lists current is a major problem. 
While we do get an occasional notice of a change in address those who close their doors do not 
notify us. Given the fact that many of these programs are funded by government agencies, or 
are stafifed by volunteers, the rate of turnover is fairly high. It is very expensive to up date such 
a resource list, so "/e are able to do so only every two years. In fact, we are in the process of 
doing so at present. If you find something has changed, or you know of resources not listed in 
your state, we would appreciate knowing about it. 

A Cooperative Venture of Wal-Mart Stores, Inc. . 
Vie College of Business Administration at Southwest Missouri State University, and the Innovation Institute 
901 South National Ave,, Box 88, Sprin^ield MO 65804-0089 
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The degree of assistance you derive from the WIN IN associates in your state will depend 
largely upon three factors: the resources they have available, the commercial merit of your 
invention, and your initiative in working with them. It is up to you to contact them and to 
establish a working relationship with them. As our literature indicates WIN is not an invention 
development service. We do not think it is a good idea for us to take over the development of 
individual inventions; that would limit our involvement to just a few inventions. In addition, 
since you are the one who will benefit from your invention if it is successful, it seems reasonable 
to us that you should be the one who is responsible for its development. We have not informed 
any of our WIN IN associates of this referral. Hence, it is your responsibility to contact them. 
We suggest you give that first call some thought. It will be helpful if you have some idea of 
the types of assistance you need prior to making contact. 

By the way, all of our WIN IN resources are independent entities. As such they work 
independently of the WIN program. Consequently, WIN is not responsible for the quality or 
timeliness of their assistance. It is your decision as to whether of not you wish to work with 
them. In order to monitor the effectiveness of WIN IN we will follow up this letter in several 
months with a questionnaire designed to gather information about your experiences with any of 
the associates of the WIN Innovation Network in your state. We hope you will complete it and 
return it to us. 

Before we turn to the specifics of your evaluation, I would like to review briefly the background 
of the PIES- VIII format and the purposes for which it is intended. If you have read your 
evaluation manual, Evaluating Potential New Products , you will be familiar with the background 
and rationale of the PIES format. However, many of the people to whom you show this report 
may find this information useful in understanding your evaluation report. 

The PIES (Preliminary Innovation Evaluation System) was developed initially in 1974 at the 
Oregon Experimental Innovation Center under funding from the National Science Foundation. 
Upon completion of this NSF experiment in 1979, the PIES program was transferred to the 
Innovation Institute (I^) for further research and development. P still continues this effort, and 
modifications are implemented as they occur. PIES-VIII is the most recent version of the PIES 
formats now in use in the U.S., Canada and elsewhere. To date, over 30,000 inventions and 
new product ideas have been evaluated by PIES evaluators from all over the world. 

The PIES format is based on a very simple concept; the flaws and major risk factors associated 
with new product development are typically discoverable, if not obvious, at the product concept 
stage. I first made this observation while working for General Electric. We had researched, 
developed, produced and test marketed a product which failed. As I watched two workers trash 
several thousand units of our new product I asked, "Where did we (I) go wrong?" With 20/20 
hindsight I began to lif>t the reasons. When I finished, I was startled to find that almost all of 
the reasons on ..ly list should have been obvious from the product concept stage. After 
discussing my list with others involved in the project, I concluded that the reason for our failure 
was obvious. We had failed to ask the right questions. 
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The now. over 24 years of research invested-in the PIES format is an attempt to insure that we 
ask the right questions. We monitor literature and our own experiences to insure that we aren't 
missing any critical variables. That's why the PIES format is constantly changing. We just 
finished PIES-VIII, and we are already working on the next round of improvements. 

Many inventors come to us expecting we will tell them whether or not their idea or invention 
will be successful in the marketplace. None of the PIES evaluations contain a crystal ball. 
While we try to provide you with an idea of the potential for success, this is not the primary 
purpose. There are simply too many variables between where you are now and where you need 
to be to tell you with any degree of accuracy if you will be successful. As my Mother used to 
say, "There's many a slip between the cup and the lip." Even the very best idea will fail if 
poorly marketed or inadequately financed. 

Projecting success requires a lot of information that is typically not available at the early stages 
of the innovation process. However, like my experience at General Electric, our research 
indicates that risk factors that lead to failure can usually be identified very early in the 
innovation process. In fact, we've discovered over the years that it is possible to identify 
unacceptably high risk profiles in many potential new product ideas and inventions very early 
in their development. By so doing, we hope to: 

A) help inventors to avoid investing time, money and creative talent in pursuing non- 

feasible projects, and 

B) provide encouragement and direction to those with potentially viable ideas and 

inventions. 

We have found that a substantial majority, 80-85%, of inventions and new product ideas lack 
sufficient merit to warrant further development. This does not mean that they are not good ideas 
or creative inventions, but rather, they lack the combination of elements normally required for 
commercial feasibility. For those ideas and inventions which survive the PIES-VII process, the 
evaluation report is intended to provide suggestions for further development. 

Your PIES-VIII evaluation report has been printed using a computer-driven laser printer to 
provide you with the best quality printing that is consistent with our objective to provide a low 
cost evaluation service. Rather than marking the selected response to each criteria we have the 
computer bold and italicize the correct response to each criteria. 

You should pay particular attention to those criteria with low ratings. A low rating isn't always 
negative, but such ratings generally indicate that either additional research is needed in that area 
or that special attention will need to be paid to that criteria as development progresses. In other 
words, your evaluation report acts as both a decision making and strategic planning tool. 

In order to facilitate your use of your PIES-VIII report each of the thirty-nine criteria below are 
keyed by page number to the evaluation manual. Evaluating Potential New Products . To 
maximize the value of your evaluation report you should first review your report. If any of the 
criteria are not clear to you, you should refer to the page indicated where you will find a 
discussion of that criteria and an explanation of the possible responses to each question. 
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The report format used here is very similar to the questionnaire used by your evaluator.- 
decided to use this format after interviewing a number of corporate licensing executives, 
business people, financiers and consultants. They told us that reporting all of the possible 
answers helped them to understand the rationale behind each criteria. We don't use a simple 
equal interval rating scale. Sometimes the nature of the possible answers is as significant as the 
individual answer selected by e valuators. 

Incidentally, as noted in our literature, we don't use undergraduate students or untrained 
individuals as evaluators. Each of our e valuators are trained in the use of the PIES- VII format 
and are closely supervised during their probationary period. Frequently we use consultants who 
advise us on technical or specific market matters, but these individuals serve only as advisors 
to our evaluators. 

Your project was assigned to a chief evaluator who then consults with other members of the 
WIN team and/or other professionals in reaching his or her decisions. Our research indicates 
that using more than one evaluator is not likely to change your recommendation, but it would 
cost you a lot more money. Our evaluation procedures parallel those used by many large 
retailers. Buying committees have given way to individual buyers who make the buying 
decisions for their assigned product lines. 

At the end of your evaluation report you will find our recommendation in the form of a Success 
Likelihood Rating. The SLR is simply your evaluator's best estimate of your chances for 
success. As the evaluation manual explains, and I've said above, there are typically too many 
unknowns to approach certainty. Thus, it is rare for an invention to score above .50 on the 
SLR. An exciting new technology once scored .75 on the SLR. This is the highest score we 
have ever given. 

I would like to tell about the success of that innovation, but I can't. The inventor-turned- 
entrepreneur raised nearly $750,000 and then proceeded to mismanage his new venture. He 
failed, and by the time new management got all the problems straightened out, newer and more 
promising teclinologies were beginning to surface. Hence, investor excitement over the new 
product had cooled and the new management was unable to raise the capital it needed. The 
inventor's work did not go unnoticed as those who followed used his work as a stepping stone 
to better things. However, to this inventor, his investors and his employees, the venture was 
a failure. The rewards went to someone else. 

The moral of this story is not that we erred. We could have, but the circumstances suggest a 
far more likely explanation. It takes more than a good idea to make a successful new product. 
It also take good management, adequate financing and not a little luck. 

As you consider your next step, I suggest that you review the last section of your report 
carefully. This section, which deals with experience and strategy criteria, has been added to 
help you to examine your resources and abilities in light of what is needed to become a success 
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in the marketplace. Over the years I have seen many inventors pursue good ideas for which they 
did not have the resources or experience to develop, produce and/or market. Most have failed. 
Thus, make your decisions carefully. Weigh carefully the risks you face and make sure you 
have the resources you will need before you proceed further. 

It has been a pleasure serving you. 
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PREPARED FOR: Luis J. Rodriguez 

DATE: December 1, 1998 PROJECT NO. H627 

INVENTION: Fastening Method With Multiple Applications 



NOTE: The PIES-VIII evaluation format is the product of over 20 years experience and research. The 41 
criteria contained herein have been selected and modified over the years to present a profile of the risks 
involved in commercializing an invention. This profile is intended to: A. serve as an aid in decision 
making and, where appropriate; B. suggest strategies for ftinher development; and C. help inventors better 
understand the complexities of the product innovation process. 

All of the responses to each criteria are shown here to allow those who are not familiar with the PIES- 
VII format to understand the evaluator's frame of reference. The selected response appears in bold and is 
further indicated by the prompt (►). "Don't Know" and "Not Applicable" responses are added whenever 
appropriate. For more information about the Pies format, the criteria used herein or any of the responses 
please refer to the PIES-VIII evaluation manual. Evaluating Potential New Products . For your convenience 
the page number in the manual for each criterion appears in brackets ([ ]) below. On occasion some of the 
responses below are not 100% appropriate for the product being evaluated. Evaluators are instructed to 
select the response that best fits the situation. 

The PIES-VIII evaluation instrument is relatively straightforward and easy to use. However, its design 
has not been a casual affair. Considerable time, thought and research has gone into the design and 
evolution of this evaluation system during the last 21 years. This process will continue. Thus, there may 
be some differences between the wording in this report and those used in the PIES-VIII Evaluation Manual. 

Readers wishing more information on any of the above criteria may refer to the indicated page number. 
Inventors should be sure they understand the criteria and their interrelationships before they attempt to use 
their PIES-VIII Evaluation Report in deciding what they should do next. Like earlier versions of the PIES 
format, PIES-VIII has been designed to help inventors better understand the innovation process as well as 
serve their evaluation needs. The following pages of this report are dedicated to this dual purpose. 



SOCIETAL CRITERIA 

1. LEGALITY: In terms of applicable laws (particularly product liability), regulations, product 
standards, this idea/invention/new product ... [p. 48] 

might not meet them, even if changed. 

might require substantial revision to meet them. 

might require modest revision. 
► might require minor changes. 

will meet them A^ithout any changes. 
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2. SAFETY: Considering potential hazards and side effects, the use might be . . . [p. 5 

very unsafe, even when used as intended. 

unsafe under reasonably foreseeable circumstances. 

relatively safe for careful, instructed users. 

► safe when used as intended, with no foreseeable hazards, 
very safe under all conditions, including misuse. 

3. ENVIRONMENTAL IMPACT: In terms of pollution, litter, misuse of natural 
resources, etc., use of this product might . . .[p. 54] 

violate environmental regulations/have dangerous environmental consequences, 
have some negative effect on the environment, 
have no effect on the environment if properly used. 

► have no effect on the environment, 
have a positive effect on the environment. 

4. SOCIETAL IMPACT: In terms of the impact (benefit) upon the general welfare 
of society, use might . . .[p. 56] 

have substantial negative effect, 
have some negative effect, 
have no effect if properly used. 

► have no effect on society, 
have a positive effect on society. 



BUSINESS RISK CRITERIA 

5. FUNCTIONAL FEASIBILITY: In terms of intended functions, will it actually do 
what it is intended to do? In this case the concept/device: [p. 60] 

is not sound; cannot be made to work. 

it won't work now, but might if modified. 

it will work, but major changes might be needed, 
► it will work, but minor changes might be needed. 

it Will work, no changes necessary. 
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6. PRODUCTION FEASIBILITY: With regard to technical process or equipment 
required for production, this invention might... [p. 63] 

be impossible to produce now or in the foreseeable future. 

be very difficult to produce. 

have some problems which can be overcome. 

► have only minor problems, 
have no problems. 

7. STAGE OF DEVELOPMENT: Based on available information, there is... [p. 64] 

► an idea with drawings and/or description; no prototype. 

a rough prototype which demonstrates the concept— not fully developed, 
a prototype with performance and safety testing completed, 
a final prototype-testing completed; minor changes may be needed, 
a market-ready prototype. 

8. INVESTMENT COSTS: The amount of capital needed for commercialization 
is likely to be... [p. 65] 

very heavy— will require resources of a major corporation, 
heavy— may require corporate resources. 

► moderate— may require participation of formal investors, 
low— informal investors may be sufficient. 

very low— personal resources may be sufficient. 

9. PAYBACK PERIOD: Given adequate financing, the expected payback period (time required 
to recover initial investment after full market introduction) is likely to be... [p. 71] 

over 10 years. 
7 to 10 years. 
4 to 6 years, 

► 1 to 3 years. 

less than one year. 
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10. PROFITABILITY: Profitability is defined as the extent to which anticipated revenues 
will cover the relevant costs (direct, indirect, and capital). Anticipated revenues... [p. 76] 
might not cover any of the relevant costs. 

might cover direct costs, and contribute to indirect and capital costs, 
might cover direct and indirect costs but might not meet capital costs. 

► might cover direct and indirect costs and meet capital costs, 
will cover direct and indirect costs and easily exceed capital cost, 

IL MARKETING RESEARCH: The marketing research required for commercialization 
is estimated to be... [p. 78] 

extremely difficult, complex and costly, 
relatively difficult, complex and costly. 

► moderately difficult and costly, 
relatively easy, simple and inexpensive, 
very simple, straightforward and inexpensive. 

12. RESEARCH AND DEVELOPMENT: The research and development required to reach 
the production-ready stage might be... [p. 81] 
extremely difficult, complex and costly, 
relatively difficult, complex and costly. 

► moderately difficult and costly, 
relatively easy, simple and inexpensive, 
very simple, straightforward and inexpensive. 



DEMAND ANALYSIS CRITERIA 

13. POTENTIAL MARKET: The total market for products of this type might be... [p. 86] 
very small— very specialized or local in nature, 
small— relatively specialized or regional in nature, 
medium— limited national market, 
large— broad national market. 
► very large— extensive national and possible international market. 
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14. POTENTIAL SALES: Given alternative/competitive products and the current 
market environment, expected sales of this product might be... [p. 90] 

very small— very low level resource requirement, 
small— low level resource requirement. 

► medium— moderate resource requirement, 
large— large resource requirement. 

very large— very large resource requirement. 

15. TREND OF DEMAND: The market demand for products of this type appears to be... [p. 92] 

rapidly declining— product might become obsolete, 
declining— market becoming increasingly unattractive. 

► steady— demand expected to remain constant, 
growing slowly— modest growth opportunity, 
rapidly expanding— significant growth opportunity. 

16. STABILITY OF DEMAND: The fluctuation in demand is likely to be... [p. 95] 

highly unstable— subject to severe unpredictable fluctuations, 
unstable— susceptible to moderate unpredictable fluctuations. 

► predictable— variations can be foreseen with reasonable accuracy, 
stable— modest variations can be accurately foreseen. 

highly stable— not susceptible to fluctuations. 

17. PRODUCT LIFE CYCLE: The product life cycle (the average of which is approaching four years) is 
likely to be... [p. 96] 

less than two years. 

two to four years. 

► five to seven years, 
eight to ten years, 
more than ten years. 
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18. PRODUCT LINE POTENTIAL: The potential for additional products, multiple styles, 
qualities, price ranges, etc., is... [p. 99] 
very limited— single product only, 
limited to minor modifications only. 
► moderate— multiple markets/use potential, 
high— new product spin-offs likely, 
very high— could be foundation of a new industry. 



MARKET ACCEPTANCE CRITERIA 



19. COMPATIBILITY: Compatibility with existing attitudes and methods of use is... [p. 103] 

very low— will block market acceptance. 

low— some conflict; will slow market acceptance. 

► moderate— no negative effects. 

high— compatibility will aid marketing effort. 

very high— will give market acceptance a strong boost. 

20. LEARNING: The amount of learning required for correct use is... [p. 106] 

very high— expensive and/or time-consuming-training required. 

high — detailed instructions required. 

moderate— normal instructions sufficient for most users. 

► low— minimal instructions needed, 
very low— no instructions needed. 



21. NEED: The level of need filled or utility provided by this innovation is... [p. 108] 
very low— gimmick soon forgotten by the owner, 
low— would only superficially fulfill psychological non-essential needs. 
► moderate— fulfills both psychological and physical non-essential needs, 
high— fulfills either basic psychological or physical needs, 
very high— fulfills both psychological and physical needs. 
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22. DEPENDENCE: The degree to which the sale or use of this product is dependent 
upon other products, processes, or systems is... [p. Ill] 

very high— no market control, 
high— little market control. 

► moderate— reasonable market controL 
low— strong market control. 

very low— complete market control. 

23. VISIBILITY: To potential buyers product advantages and benefits are likely to be... [p. 115] 

very obscure— very difficult and/or costly to communicate, 
obscure— requires substantial explanation. 

► visible— requires some explanation, 
obvious— easily communicated. 

very obvious— very easy to understand. 

24. PROMOTION: Considering the market environment, the costs and effort required to promote the 
advantages, features, and benefits are likely to be... [p. 117] 

very high— prohibitive in relation to expected sales, 
high— relative to expected sales. 

► moderate— commensurate with expected sales, 
low— relative to expected sales. 

very low— relative to expected sales. 

25. DISTRIBUTION: The cost and difficulty of establishing distribution channels 
are likely to be... [p. 119] 

very high— prohibitive in relation to expected sales, 
high relative to expected sales. 

► moderate— commensurate with expected sales, 
low relative to expected sales. 

very- low relative to expected sales. 
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26. SERVICE: The cost and difficulty associated with providing product service 
is likely to be... [p. 121] 

very high— will require frequent service and parts, 
high— v^ill need periodic service and parts, 
moderate— will need occasional service and parts, 
low— need for service and parts will be infrequent. 

► very low— will require little or no parts and service. 

COMPETITIVE CRITERIA 

27. APPEARANCE: Relative to relevant prior art, competition and/or substitutes, 
appearance might be perceived by potential buyers as... [p. 126] 

very inferior— no customer appeal, 
inferior— little customer appeal. 

► similar to competition/substitutes- 
superior— has customer appeal. 

very superior— has strong customer appeal. 

28. FUNCTION: Relative to relevant prior art, competing and/or substitute products, 

services or processes the function performed might be perceived by potential buyers as... [p. 128] 
very inferior- a significant competitive disadvantage, 
inferior— some competitive disadvantage, 
not noticeably better or worse. 

► superior— some competitive advantages. 

very superior— a significant competitive advantage. 

29. DURABILITY: Relative lo relevant prior art, competition and/or substitutes, 
durability of this product might be perceived by potential buyers as... [p. 130] 

very inferior— a definite competitive disadvantage, 
inferior— might be a competitive disadvantage. 

► not noticeably better or worse. 

superior— might be promoted as an improvement. 

very superior— easily promoted as a major improvement. 
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30. PRICE: Relative to relevant prior art, competition and/or substitute products, 
the selling price might be... [p. 132] 

much higher— a definite competitive disadvantage, 
higher— a competitive disadvantage. 

► about the same as competition/substitutes, 
lower— a competitive advantage. 

much lower— a definite competitive advantage. 

31. EXISTING COMPETITION: Existing competition, including both direct and 
indirect competition, and prior art for this innovation appears to be... [p. 134] 

very high— entry might be difficult and/or relatively expensive. 

► high— only a small market share is likely, 

moderate— penetration can be gained with reasonable effort and expense. 

low— a significant market share might be possible 

very low— entry might be easy and/or relatively inexpensive. 

32. NEW COMPETITION: Competition from new entrant or competitive reaction 
is expected to be... [p. 136] 

very high— product lead should be very short, 
high— product lead may be relatively short. 

► moderate— market share can be maintained, 
low— product lead may be relatively long, 
very low— product lead should be very long. 

33. PROTECTION: Considering patents, other prior art, copyrights, technical difficulty, secrecy, 
or other bars to competitive reaction, the prospects for protection appears to be... [p. 138] 

no meaningful legal or other protection likely. 

no meaningful legal protection but some other protection might be possible, 
limited legal protection but some other protection might be possible. 

► patent, copyright and/or trade secrecy possible, 
patent, copyright, and/or trade secrecy in place. 
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EXPERIENCE AND STRATEGY CRITERIA 



34. TECHNOLOGY TRANSFER: The potential for technology transfer (licensing) 
of your invention is... [p. 150] 

very low— chances are very remote. 

low— firms typically reject ideas of this type. 

modest— worth very limited investment of personal time and effort. 

good— worth some personal effort. 

► very good— worth investing in. 

35. NEW VENTURE: The potential for using this invention to start 
a new business venture is... [p. 157] 

very poor— should not be considered. 

poor— potential to support even a small venture is questionable, 
modest— might support self-financed business, 
good— might attract informal smaller investors. 

► very good— might attract serious/large investors. 

36. MARKETING EXPERIENCE: Commercialization of this idea/invention will require... [p. 165] 

a very high level of marketing experience and sophistication. 

► a high level of marketing experience/sophistication. 

a moderate degree of marketing experience/sophistication. 

a low level of marketing experience. 

a very low level of marketing experience. 

37. TECHNICAL EXPERIENCE: Commercialization of this idea/invention will require... [p. 169] 

a very high level of technical experience and sophistication, 
a high level of technical experience/sophistication. 

► a moderate degree of technical experience/sophistication, 
a low level of technical experience. 

a very low level of technical experience. 
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38. FINANCIAL EXPERIENCE: Commercialization will require... [p. 172] 

a very high level of financial experience and/or very substantial resources, 
a high level of financial experience/sophistication and substantial resources. 

► a moderate degree of financial experience/resources, 
a low level of financial experience. 

a very low level of financial experience and commitment. 

39. MANAGEMENT/PRODUCTION EXPERIENCE: Commercialization of this idea/invention 
will require... [p. 175] 

a very high level of management or production experience and sophistication, 
a high level of management or production experience/sophistication. 

► a moderate degree of management or production experience/sophistication, 
a low level of management or production experience. 

a very low level of management or production experience. 

40. INITIAL DISTRIBUTION STRATEGY: The optimal channels for introducing this 
idea/invention into the marketplace are likely to be... [p. 177] 

those with a high degree of personal selling available (high end specialty stores). 

► channels providing some promotional support (specialty stores & catalogs, home shopping), 
general merchandise stores which provide at least limited promotional support, 
smaller mass merchandisers with at least some point of purchase promotional support, 
national mass merchandisers offering wide distribution, but little promotional support. 

41. OVERALL MARKET ATTRACTIVENESS: Considering competition, difficulty of establishing 
channelsof distribution, cost of reaching target market, financial, technical and other barriers, and 
potential risk vs. potential profit, the associated risk-profit ratio of this market opportunity is... [p 

very weak, 
likely to be weak. 

► acceptable, 
likely to be strong, 
very strong. 
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EVALUATOR'S SUMMARY OPINION 

See p. 197-205 of the PIES-VIII evaluation manual for more information. 

Based on the above findings, it is the evaluator's opinion that the success likelihood rating for this 
invention is 42 SLR as reflected below: 



SUCCESS LIKELIHOOD RATING (SLR) 

0 10 20 25 30 40 50 60 70 75 80 90 100 
* ** ** »» 




The Success Likelihood Rating (SLR) score (above the line) reHects the evaluator's summary judgment of 
the likelihood that you will be able to successfully market and/or license your invention. Because of the 
dynamic interaction of the 41 criteria contained in the PIES VIII format we have elected to rely on the 
evaluator's judgement in determining a SLR for this invention. This score was not determined by 
calculating a numerical score for each criteria and adding them to reach a final score. There are 
methodological problems this approach. Consequently, we have elected to draw upon the chief evaluator's 
experience and judgement. This is the approach used virtually all industrial and retail buyers. However, 
few buying organizations use a formal and structured evaluation format such as the PIES VIII system. 

If you wish to determine how well your invention scored relative to other inventions submitted to WIN, 
refer to Chapter 8, Figure 8 of of the WIN evaluation Manual you should have already received. Figure 8 
contains a Cumulative Distribution Ranking which will help you determine how your invention/prodct 
scored relatve to other inventions. For example, a device receiving a Success Likelihood Rating of 35 
would rate better than 38.6% of those in the sample, and so on. Very few inventions received an SLR 
score above 50%. This is consistent with the PIES philosophy that it takes more than a better mouse trap 
to be successful; it also takes sound management, adequate financing and good marketing— all venture- 
related factors not known at the preliminary evaluation stage. 

We urge you not to rely solely on the SLR/CDR in making decisions about further development and/or 
commercialization of this project. Study the 41 criteria carefully and use the PIES-VIII Evaluation Manual 
as an aid in developing a better understanding of how these criteria interact with one another and how these 
interactions may affect your decisions and your strategies for development and commercialization of this 
project. 



EVALUATOR'S RECOMMENDATION 
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Risk IS present in the development of every invention. Further investment should be made only 
after careful consideration of the risks involved. Our experience indicates that inventions receiving a 
Success Likelihood Rating (SLR) below thirty (30) have unacceptable risks and probably should be 
abandoned. Those with SLR scores between thirty and thirty-four (30-34) carry a high degree of risk but 
may have sufficient (but limited) potential to warrant very limited and cautious investment. Ratings 
between thirty-five and thirty-nine (35-39) appear to have at least modest potential, but typically have some 
unknowns which need to be resolved. Inventions scoring and SLR of forty or forty-one (40-41) are 
considered to have an acceptable level of risk and sufficient potential to warrant further development but 
have unknowns which need to be resolved. Ratings of forty-two (42) or more are considered to invo'lve an 
acceptable level of risk and are recommended to further development. Those which are appropriate for 
possible market entry through mass merchandise retailers are referred to Wal-Mart for market assessment 
Accordingly, further investment in your invention: 



IS NOT RECOMMENDED (Under 30 SLR) 

SHOULD BE VERY LIMITED AND CAUTIOUS (Between 30-34 SLR 

SHOULD BE LIMITED AND CAUTIOUS (Between 35-40 SLR) 

IS RECOMMENDED BUT NEED TO RESOLVE UNKNOWNS (40-41 SLR) 

IS RECOMMENDED FOR OTHER CHANNELS OF DISTRIBUTION (Over 42 SLR) 

IS RECOMMENDED AND REFERRED TO WAL-MART (Over 42 SLR) 

IN PURSUING FURTHER DEVELOPMENT OF YOUR IDEA/INVENTION PAY PARTICULAR 
ATTENTION TO THE EXPERIENCE AND STRATEGY CRITERIA. Do not invest ftirther in 
developing an idea with a low chance of technology transfer unless you are willing to manufacture and/or 
market it yourself. Similarly, be very cautious about pursuing commercialization yourself unless you have 
the background required (or have access to those who do) for successful commercialization as indicated by 
question 36-39 above. Criteria 35, 40 and 41 are also very important, especially to entrepreneurs 
Inventors should examine criteria 33 and 34 closely they are significant indicators of the prospects for 
licensing or selling an invention or new product idea to a third party. Both inventors and entrepreneurs 
should also consider their own circumstances, resources, talents and abilities in their decision-making. 
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UEZ 



60 Fourth Street 

South Orange, NJ 07079-1851 

(973) 761-1300 
Fax (973) 761-6488 

Email: rodr@prodigy.net 



January 19, 1999 

Mr. John B Homoelle 
General Manager, Technology 
Michelman, Inc. 
9089 Shell Road 
Cincinati, Ohio 45236-1299 



EXHIBIT B 



Dear Mr. Homoelle: 



Enclosed, please find the materials related to my US and PCT patent pending invention 
(Fastening Method With Multiple Applications) for your review, as per your message of 
earlier today 

They are copies of the materials submitted to the Innovation Institute for the WIN evaluation 
program, that were in turn, extracted from my US patent application. 

Please, let me know if your company is interested. In any event, I want to thank you for your 
receptivity - 

Sincerely ..jr - ; . 



Luis Rodriguez 
End 



PS Should Michelman not be interested, or if an agreement can not be reached, please 
return all materials in enclosed (shipment prepaid) labeled UPS envelope. Thanks you. 



M MICHELAAAN 



Water-Based Technology Worldwide 



Michelman. 



January 25 




Road, Cincinnati, Ohio 45236-1299 USA / Tel: 513-793-7766 Fax: 513-793-2504 



EXHIBIT C 



Mr. Luis Rodriguez 

60 Fourtli Street 

South Orange, NJ 07079-1851 

Dear Mr. Rodriguez: 

Thank you for sending a very complete description of your concept to develop alternative means for fastening one 
substrate to another. I have now had the opportunity to review your submission. I agree with the WIN evaluation in 
that this concept does have merit. While your concept speaks to numerous methods of fastening, it does not speak to 
the chemistry of the adhesive and adhesive inliibilor layers so often referenced in your patent application. I suppose 
that is why you might have chosen to contact us — perhaps you were relying on us to develop these systems. 

Michelman is a manufacturer of water based coatings for the paper and paperboard industry. In that capacity we do 
produce what we call "controlled release" coatings. These products could potentially act as the adhesive inhibitor 
part of your submission. Unfortunately, we do not manufacture adhesives. This is a crucial part of your patent! 
Secondly, we do not apply our coatings. Finally, the method of application for these adhesives/adhesive inhibitors 
would, of necessity, require a printing application method (gravure, flexographic, etc.). 

Luis, it appears to me that your patent has merit for the industry. Although we could participate in this endeavor to 
some degree, it seems that we would not represent your best opportunity for success in commercializing this 
concept. I would propose that this best lies with adhesive companies such as Avery, Fasson or even companies who 
only manufacture adhesives such as H.B. Fuller, Swift Adhesives, or National Adhesives. These companies will 
have the contacts necessary to pursue this concept. They will have the adhesives, and know who can apply them in 
the manner needed, and they will have the sales and marketing staff to pursue the concept with their customers! 

If you would realize receptivity by any one of these companies, we could then assist in the roll out of this product by 
supplying the adhesive inhibitor part of it. 

Thanks again for thinking of us. If we can help you in the future with this endeavor by supplying the adhesive 
inhibitor part of the concept, please let me know! I wish you the best of luck in your efforts! 



Sincerely, 




John Homoelle 

General Manager, Technology 
Michelman Inc. 



I^S. Luis, also enclosed is the application that you requested be sent back to you. 

30 
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EXHIBIT D 



Welcome to 
Michelman! 



Who is Michelman? Frankly, most people con^ answer 
this question because Michelman products are usually 
invisible to the consumer 

Howeveo our cootings and additives ploy a very 
important role in the performance of many everyday 
items you see and use. The next time you're shopping, 
look closer at some of the following products — 
Michelman is probably involved! 



■ Corrugated contoiners 

■ Soft drink cans 

■ Rubber gloves 

■ Paints 

■ Snack food packaging 
a nbergiass 



Pet food bags 
Copy paper 
Carpeting 
Inks 

Fast food cartons 
Floor polishes 




Or, John S. Mich<^mafi, Id/f, 



Simply stated, Michelman mokes waterbased coatings for poperboord and 
waterbased performance-enhancing odditives for many other industriol 
applications. "Waterbased" means that the active ingredients used in 
our products ore dispersed in woter, making them safe to manufacture, 
safe to use and safe for our environment. 




Wekoma Mkhelmon CoaHngx Coating Wox Out- 

to WoHdwEde for EquJpmorit Erwyl$iw» Soorting 
Mkhfltmon ^sperboord ai>d 



Ciralofner 
Sorvico 



ATop 



©2001 Michelman, Inc. All rights reserved. 



http://www.michem.com/about99/welcome.htm 
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as. Reports 



Full Record 2 
Michelman, Inc 

3023 E Kemper Rd 
Cincinnati OH 45241-1509 



D&B D-U-N-S Number: 84-353-8211 



Phone: (513) 771-0094 
County: HAMILTON 

Metropolitan Statistical Area: Cincinnati, OH-Ky-ln 



Annual Sales: $ 2,400,000.00 (Last Revision 03/30/2001) 

Number of Employees here: 20 

Business: Mfg Industrial Organic Chemicals 
Primary SIC: 

2869, Industrial Organic Chemicals, Nec 
28690000, Industrial organic chemicals, nec 

This is a: 

Manufacturing Center 
Branch Location 

Headquarters D&B D-U-N-S Number: 00-424-6971 

Officers and Executives: 

CEO: Philip S. Cohen, Ceo 



View a receipt for this profile. 
Charges for the current search: $5.00 

(Final charges to your credit card will include applicable sales tax.) 



® 2002 D&B 



.7dmi.cgi&FffiLDl=843538211&P=P8000EG&SSER\^R=TRUE&SERVICE=HOOVERS&PO5A^^^ 



EXHIBIT F I 



Rodrig 



uez 




From: Rick BarDl&WHSSrbieri@nebs.com> 

To: Rodriguez <rodr@prodigy.net> 

Sent: Friday, June 29, 2001 3:25 PM 

Subject: Re: SELF SEALING MAILERS 



I'm still interested in obtaining a qoute from you. 



Thanks, 



Rick 



Rodriguez wrote: 

Hi, Rick: Sorry about the long delay in contacting you again. I have now located a major converter 
that is interested in manufacturing my "Self Sealing Mailers" and other embodiments of the 
invention. I would like to know if you are still interested in that quotation to try the market. Please, 
let me know. Best regards, Luis Rodriguez================================:===Luis, 

I am interested in learning more about your product(s). I have received your materials, and have 
a good understanding of the concept and would like to have the following information. 

-On the "Self sealing Non continuous form I" what is the size with and without the stub 
-What are your costs for the above product to us (with no printing - blank) for the following 
quantities: 1000, 5000, 10000, 25000, 100000, 250000. 

We would be purchasing black stock from you and imprinting it to meet the needs of our 
customers. 

As you might already be aware, NEBS has over 2 million customers and I think self mailers have 
a lot of potential. I would like to start out by offering the laser form (non continuous form I) to test 
demand. 



Please reply by e-mail or feel free to contact me by phone at 978.449.3196 (direct line). 
Thanks, 



Rick Barbieri 

Business Manager - Custom Printing, Stationery, Full Color Printing 



4/22/02 
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Company Protia 

New England Business Service, Inc. 



EXH\BITH 



500-T Main St. 
Groton, MA 01 471 0001 
USA 



Tel: 978-448-6111 
Fax: 978-486-0738 



BMurnlo Cii.frent 
.ferform New 



Assets: 100M+ ($100,000,000 - 249,999,999) 
Employees: 1 ,000 Or More 
Activity(ies): Manufacturer 
Year Company Founded: 1952 

Company Description 

Business & Computer Forms, Checks, Invoices, Business Cards. 



Bac k. to lop Rr? r?tab Page 



Home Copyright / Dlsciain'ier Privacy Statement Terms of Service Security Advertise in TR i- re e Listings 



http://www94.thomasregisterxorn/ss/J4022170853/TCdcoproxgi?sid=14022170853&^^ 5/10/2002 
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}ANCE 



Search - Finance Home - Yahoo! 
Help 
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Profile - New England Business Ser. (NYSE:NEB) 



As of 6-May-2002 



Enter symbol: r 
symbol lookup L 



Get Yahoo! Visa : 2.9% intro APR, no annual fee, and 

instant credit. 



More Info: Quote I Chart I News I Profile I Reports I Research I SEC I Msgs I Insider I Financials 



Recent Events 

Apr 17 Price hit new 52- week high 
($29.31) 

Apr 24 Earnings Announcement 

Upcoming Events 

May 24 Dividend payment of $0.20 

Location 

500 Main Street 
Groton, MA 01471 

Phone: (978) 448-6111 

Fax: (978) 448-2369 

Email: investorrelations@nebs.com 

Employees (last reported count): 
3,819 

Financial Links 

• Institutional Ownership 

• Historical Price Data 

• SEC Filings from Edgar Online 

Competitors: 

• Sector : Consumer Non-Cyclical 

• Industry : Office Supplies 

Company Websites 

• Home Page 

• Investor Relations 

• Employment 

• Divisions 

• Search Yahoo! for related links... 

Index Membership 

• S&P 600 SmallCap 

Ownership 

• Insider and 5%+ Owners: 3% 

• Institutional: 79% (82% of float) 
(186 institutions) 

• Net Inst Buying: 205. OK shares 
(-Hi. 98%) 

(prior quarter to latest quarter) 

More From Market Guide 
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ADVERTISEMENT 



Create a website that 



Business Summary 

New England 
Business Service, 
Inc. designs, 
produces and 
distributes business 
forms, checks, 
envelopes, labels, 
greeting cards, 
signs, stationery 
and related printed 
products, and 
distributes 
packaging, shipping 
and warehouse 
supplies, software, 
work and promotional apparel, advertising specialties and other 
business products through direct mail, direct sales, telesales, dealers 
and the Internet to small businesses throughout the United States, 
Canada, the United Kingdom and France. The Company also 
designs, embroiders and sells specialty apparel products through 
distributors and independent sales representatives to the 
promotional products/advertising specialty industry, primarily in the 
United States. 

More from Market Guide: Expanded Business Description 

Financial Summary 

New England Business Services, Inc. designs, produces and 
distributes business forms, checks, envelopes, labels, greeting cards, 
signs, stationery and related printed products. For the six months 
ended 12/29/01, total revenues decreased 5% to $291 million. Net 
income before accounting change increased 20% to $14 million. 
Revenues reflect the economic slowdown. Net income reflects the 
absence of a $3.4 million exit charge. 

Recent Eamings Announcement 

For the 3 months ended 03/30/2002, revenues were 132,879; after 
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Performance 
Ratio Comparisons 



tax earnings were 4,646. (Preliminary ; reported in thousands of dollars.) 

More from Market Guide: Significant Developments 



Officers 



[Insider Trade Data] 
FY2001 Pay 

$544K 



Robert Murray, 60 

Chairman, Pres, CEO 

Daniel Junius, 49 

CFO, Sr. VP, Treasurer 

Robert Warren, 50 

Sr. VP, Pres-Intemational 

George Allman, 59 225K 
Sr. VP and Pres of Diversified Operations 

David Berg, 44 354K 
Sr. VP and Pres of PremiumWear 

Dollar amounts are as of 30-June-2001 and compensation values are for the 
fiscal year ending on that date; "Pay" is salary, bonuses, etc.. 

More from Market Guide on Officers & Directors. 
Expanded List , Bios , Compensation , Options 



Recent Research Reports 

Mon May 6 NEW ENGLAND BUS SVC INC (NEB) - US ■ Analysis and 2 weeks forecast - 
Pechala's Reports 

Mon May 6 Market Edge Industry Group Analysis - Market Edge 

Mon May 6 NEB: Stockval Company Analysis - Reuters StockVal 

Mon May 6 Quantitative Data Report for NEB: Quantitative data, forecast report. Based on 
Academic Valuation models.. - ValuEngine, Inc, 

Mon May 6 Quantitative Valuation Report for NEB: Forecasts, market valuations, comparables, 

quantitative summary and financials. Based on proprietary Academic Valuation models. 
- ValuEngine, Inc, 

All Research Reports for New England Business Ser. 



Statistics at a Glance -- NYSE:NEB 



As of 6-May-2002 



Price and Volume 

52-Week Low 
on 26-Sep-2001 

Recent Price 

52-Week High 
on 17-Apr-2002 

Beta 

Daily Volume (3- 
month avg) 

Daily Volume (10- 
day avg) 



22. 9K 



24. OK 



Per-Share Data 



$15, 


86 


Book Value (mrq*) 


$9 


48 






Earnings (ttm) 


$1 


73 


$27, 


48 


Earnings (mrq) 






$0 


35 


$29, 


31 


Sales (ttm) 


$45 


12 


0 


.51 


Cash (mrq*) 


$0 


40 



Valuation Ratios 

Price/Book (mrq*) 2.90 
Price/Earnings (ttm) 15 . 87 



Management 
Effectiveness 

Return on 
Assets (ttm) 

Return on 
Equity (ttm) 

Financial Strength 

Current 

Ratio (mrq*) 
Debt/Equity (mrq*) 1.47 



5.79% 



19.29% 



1.87 



0"! n 



http://biz.yahoo.coni/p/n/neb.htm] 



5/7/02 



Yahoo / Market Guide - New England Business Ser. 



Page 3 of 3 



Stock Performance 

NEB 6-ttay-20e2 <C> Yahoo! 




Jul Sep Nov Jan Mar 
big Chart[ldl5dl3ml6mllyl2xl5y 
I max] 



52-Week Change 

52-Week Change 
relative to S&P500 



+46.6% 
+75.9% 



Share-Related items 

Market Capitalization $3 5 1 . 8m 
Shares Outstanding 12 . 8m 

Float 12.4M 

Dividends & Splits 

Annual 

T^- -J J $0.80 
Dividend (indicated) 

Dividend Yield 2.91% 

Last Split: factor 2 on 24-Nov-1986 



Income Statements 

Sales (ttm) $579. 2M 

EBITDA (ttm*) 

Income available to 
common (ttm) 

Profitability 

Profit Margin (ttm) 

Operating 
Margin (ttm) 

Fiscal Year 

Fiscal Year Ends 



$77. 4M 
$22 .2M 

3.8% 
8.4% 



June 30 

29-Dec-2001 



Most recent quarter 
(fully updated) 

Most recent quarter 3i.Mar-2002 
(flash earnings) 



1 utm v^iiMi i^mrq; 



Short Interest 
As of a-Apr-2002 



Shares Short 

Percent of Float 

Shares Short 
(Prior Month) 

Short Ratio 

Daily Volume 



302. OK 
2.4% 

268. OK 

10.41 
29. OK 



See Profile Help for a description of each item above', K = thousands; M = millions; mrq = most-recent quarter; 
ttm = trailing twelve months; (as of 31-Mar-2002, except mrq*/ttm* items as of 29-Dec-2001) 



Market Guide offers more in-depth Company Research , Stock Screening , and Hottest Stocks and 
Industries on over 10,000 U.S. Equities. 
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Company information Copyright Mari<et Guide . Historical chart data and daily updates provided by Commodity Systems. Inc. (CSI). Some event 

data provided by CCBN . Data and information is provided for informational purposes only, and is not intended for trading purposes. Neither 
Yahoo nor any of its data or content providers (such as Market Guide, CSI, etc.) shall be liable for any errors or delays in the content, or for any 

actions taken in reliance thereon. 
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A-Z Index 
Private 
Public 
IPOs 
Subsidiary 
Non-US 
Business Boneyard 
Company Directory 
Industries 
Small Business 
Lead Finder 
Business Links 
Free Newsletters 



I .com 



Search FT.comfbr 
la test busines s new s 



News from more than 
2000 publications 

Subscribe to the 

Financial Times N^rngpap^r 



FIND: 



Search |by Company Name ^ jnebs 



(£) Advanced 

t^lBl Search (See Sample) 

^ Lead Finder 

Print This Page ^ Premium Features 

Sector Consumer Products - Non-Durables > industry: Consumer Products (Non-Durables) - 
Business Forms & Other Office Supplies 

New England Business Service, Inc. 



Con-ipany Profile ^ 



Subsidiaries I Competitors I Reports I News I Key Numbers 1 Key People I Key Resources I For Investors I For 
Researchers 



Phone: 978-448-6111 
(Map) Fax:978-449-3419 

Toll Free: 800-225-6380 



Premium Features Indicated By S3® Learn More 

500 Main St. 
Groton, MA 01471 

http://www.nebs.com 

Subsidiary Locations Corporate Hierarchy Manufacturing Branches 

Half of what you assume about New England Business 
Service (NEBS) is wrong. NEBS provides business services 
to small businesses, but not just in New England. The direct 
marketer supplies business forms and related products to 
some 2.6 million small companies in the US (more than 90% 
of sales) and in Canada, France, and the UK. NEBS also 
prints forms, checks, stationery, and other items; distributes 
everything from office supplies and retail merchandising aids 
to work clothing; designs, embroiders, and sells promotional 
apparel; and offers business services. NEBS sells brand 
names such as NEBS, Rapidforms, and Ad Ideas mainly 
through direct mail, but also through its Web site, telephone 
sales, and distributors. 

Subsidiaries/Affiliates Covered By Hoover's 
Online 

PremiumWear. Inc. 
Top Competitors 

Deluxe I Moore Corporation I Standard Register 

More Competitors ^ 

Extensive Lists. Handpicked By Our Editors 

Competitive Landscape ^ 

Compare Financials Of Top Three Competitors 



Contact Lists/Sales Leads 
Data On The Go 

• Hoover's Wireless 

• Download to PDA 

• E-mail this Capsule 

Key Numbers 

NYSE: NEB (full quote) 

Stock Chart 

Download FORTUNE Lists 

• S&P 600 

Fiscal Year-End: June 

2001 Sales (mil.): $586.1 
1-Yr- Sales Growth: 

20.7% 

2001 Net Inc. (mil.): $18.7 
1-Yr. Net Inc. Growth: 

(36.4%) 

2001 Employees: 3,819 
1-Yr. Employee Growth: 

1.1% 

In-depth Financials 



Information Marketplace 



Key People 



Ch;)irman. PrR.QiriAnt. anri 
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Buy Reports 

Quantitative Report for NEB 

{ValuEngine, Inc., Apr 11, 2002. Business Reports) 

NEW ENGLAND BUSINESS SERVICE. INC. 

(INSTITUTIONAL SHAREHOLDER SERVICES ) 

(Investext , Oct 26, 2001 , Financial Reports) 

Business Forms and Supplies 

(Harris InfoSource, Feb 27, 2002, Business Reports) 

Office and Business Furniture and Fixtures 

(Harris InfoSource, Feb 27, 2002, Business Reports) 

Financial Services Industry Trends. Technologies and Online 

Access (Summary) 

(Plunkett Research, Ltd,, Mar 31, 2002, Business Reports) 
Buy Related Books 

Plunkett's Financial Services Industrv Almanac 2002-2003 
(Plunl<ett Researcli, Ltd., Mar 25, 2002) 
Plunkett's Retail Industry Almanac 2001-2002 
(Plunkett Research, Ltd., Jun 15, 2001) 
Hoover's Company & Industry Publications 

More Reports and Books ► 

Products & Operations By Segment ^ 

Brands. Services. And Sales Breakdown 

News & Commentary 
Hoover's News 

Current Stories Mentioning New England Business Service 

(powered by NewsEdge) 

SEC Filings 
(Registered users only) 

Search the Dow Jones Publications Library 
Company Press Releases 

Find Related Companies ^ 

Find more companies in this industry , region , or use 
Advanced Search to choose your criteria. 



CEO 

Robert J. Murray ®0 

SVP, CFO, and Treasurer 

Daniel M. Junius 5b0 

More Key People ^ 
Board Members 

Key Resources 

For Sales & Marketing 

Professionals 

Build Contact Lists With 

Hoover's Lead Finder 

FORTUNE 500 Sales 
Leads 

Get Sales Leads from 
TrueAdvantage 

Broadcast Information 
Via E-mail, Fax, or Voice 
through NikoNET 

Set up a Reservationless 
Conference Call through 
NikoNET 

For Investors 

2001 Annual Report 

Investor Relations 

SEC Filings 
(Registered users only) 

Brokerage Research 
Reports 

Earnings Estimates 
ValuEngine Analysis 
CFO: Daniel M. Junius 



For Researchers 

Patents 

Bu y D&B Business 
Reports 

Search the Dow Jones 
Publications Library 

Buy & Download Reports 



Company Web Sites For 

Subsidiaries/Divisions/ 

Affiliates 

NEBS Canada 

NEBS UK 
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Company Job Openings 

Job Bank 

Salary Wizard 

HR Contact: 
Robert H. Glaudel 
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For nearly 50 years, William Ungar, CEO of National Envelope 
Coqx)ration, has overseen the transformation of a company start-up in a 1,600 square foot 
loft with three old machines and five employees to a coast-to-coast, state-of-the-art, full-serv- 
ice envelope manufacturer with annual distribution of over 40 billion units. Dedicated to the 
paper merchant channel, today National Envelope is one of the largest privately held busi- 
nesses in the country. 

Born in Poland in 1913, Bill Ungar's life, now told in his memoir 
published by the University Press of America and entitled Destined to Live, is a stor>^ of 
courage and triumph over tragedy. He suffered tremendous personal loss during the Holocaust 
which claimed more than 60 of his relatives, including his wife and son. Ungar was arrested 
and sent to an extermination camp. Miraculously, he escaped from the camp and, with the 
help of two Polish Christians, was able to stay alive. Ungar hid in the basement of his old 
apartment building, which at the time was being occupied by the Nazi Gestapo and their 
families, until liberated by the Allies in 1944. In 1946, alone and virtually penniless, he came 
to America aboard the first ship of refugees to the United States. 

Ungar worked for EL. Smithe, a manufacturer of envelope 
machines, and earned a degree at night in mechanical engineering at The Cit)' College of 
New York. He man-ied Jerry Schweitzer in 1950 and together they have four daughters, 
Florette, Joan, Denise and Rita, and 17 grandchildren. 

Six years after he immigrated to the United States, sensing the 
great opportunities offered by his newly adopted country, as well as the entrepreneurial 
strength of America, Ungar decided to begin his own business. Over the next several decades, 
through a series of additional start-ups and acquisitions. National grew from being a region- 
al manufacturer of commodity envelopes to a full-line nationwide supplier, including mill- 
branded franchise papers and custom products. Today, National Envelope produces over 160 
million envelopes per day, employs nearly 5,000 people and has 20 manufacturing plants and 
distribution facilities throughout the United States. 

In 2000, Ungar received the Ellis Island Medal of Honor which 
was authorized by Congress to honor immigrants and their descendents who are recognized 
for their great contribution to America. Additionally, he was named the 1996 Entrepreneur 
of the Year in a national annual event sponsored by CNN, USA Today, Sprint, Citibank and 
Ernst & Young. 

Tliis interview, conducted by Distribution Sales & Management, will 
take readers behind the scenes and into the life and career of William Ungar. 
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Distribution Saks & Management: 
Mr. Ungar, co)igratulatiO)is on being t/ie 
recipient 0/ the Stanley O. St}'(es Industry 
Excellence Award for 2001. National 
Envelope is a significant size company, yet I 
u)ulerstand that it is a family bitsiness. Can 
yon tell our readers how your famdy is 
involved m Narional Envelope! 

William JJngar: The fact that 
National is a wholly owned family business 
is more important for how it allows us to 
operate in the market than for the private 
nature of the financial structure itself. The 
entrepreneurial nature of our business 
requires a great deal of capital investment 
that pi-oduces dividends only over an 
extensive period of time. For example, just 
in the last few years, National has expend- 
ed, tens of millions of dollars in, among 
other things, acquiring state-of-the-art 
manufacturing and distribution equip- 
ment; the building or refurbishing of facil- 
ities; as well as the purchasing, installation 
and implementation of operational soft- 
ware that will give us the means to get to 
our customers faster and more competi- 
tively than anyone else in our industry. 

Such investment would never satisfy' 
outside investors who, understandably so, 
are looking only for short-term gains and 



for the company to dividend money as fast 
as i^ossiblc. While we certainly seek to run 
our business profitably, we are focused on 
the long-term value of our business. That 
can only be accomplished by enhancing 
the fundamentals of the company and cre- 
ating a strong "franchise" value. Tlierefore, 
by remaining a wholly family-owned com- 
pany, National is able to be more respon- 
sive to, and flexible in, satisfying our cus- 
tomers' immediate needs. 

In addition, continuity and reliability 
have also been consistent themes in 
National's overall business model. Having 
my family involved in our company, 
namely, Les Stern, who is in charge of all 
of our operations, and Nathan Moser, 
responsible for legal and administrative 
matters, perpetuates the implementation 
of our original business philosophy of total 
customer satisfaction. It is my great hope 
that one day the third generation will also 
work at National. 

DS&M: Is there anyone who you have based 
your personal mui professiol^al life on — a 
mentor! In addition, who are some of the indi- 
viduah you have learned from over the years? 

WU: While no single individual was what 
I would call a "mentor," I have been 
extremely privileged over the years to have 
associated with a number of people who 
have been instrumental in the achieve- 
ment of National's growth. As such, we 
have l^en most fortunate to have, in addi- 
tion to our dedicated and loyal employees, 
very special relationships with customers 
and suppliers, who have been critical in 
assisting National in overcoming obstacles, 
seizing opportunities and achieving our 
great success. 



DS&M: Congratwiatiom on the 
Wlliamhoitse acquisition. It isnt everyday 
that someoixe can almost double their size with 
the stroke of a pen. W'hat changes, if any, in 
operating procedures aivi philosophies can the 
industry expect from d\is acqtdsinon! 

WU: Thank you for your good wishes. The 
acquisition of Williamhouse is premised on 
enhancing our ability to reach our overar- 
ching goal of supplying our customers with 
more quality products, faster and more 
competitively, than anyone else. With 
Williamhouse, we can more effectively 
reach that goal in several ways. 

First, we will be in a position of offer- 
ing our customers a product array far 
broader and deeper, as well as more acces- 
sible, than any now being tendered in the 
industr>^ While National offers, especially 
through our Old Colony facilit>', propri- 
etary' or mill-branded products, our core 
business has always been commodity 
envelopes, both stock and specials. 
Williamhouse, on the other hand, while 
offering commodities, is strongest in sup- 
plying an exteiuive choice of proprietary 
and specialty items, like the "social" lines, 
to the paper merchants in ever>' region of 
the country. Together, we become in 
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Mciit)n, as well as words, the prC'CnuntMit 
'TliII service" supplier. 

Second, by havinj^ a larj^er and even 
moTQ diverse machine base, thereby 
enhancing our manufacturing capacity 
throughout the country, both National 
and Williamhouse are well situated to 
enhance their service programs across the 
lx>ard. Third, and most important of all, we 
will now be associated with some of the 
best "envelope people" in our industry. 
Business, as life itself, is all about people. 
By.supplementing and complementing our 
National employees with those at 
Williamhouse, we will now avail our cus- 
t timers of the efforts of the most talented 
professionals in our industry. 

DS&M: You have Ixen a majtrr player in the 
envelope manufactwing InL^iness for a long 
lime. What luould you say are t/ie biggest 
cha)igcs you have seen occur in the industry 
during those years? 



WU: The most obvious is technology. 
During the first 30-35 years of National's 
operation, we had only manual systems 
and utilized machinery that produced a 
handtul of items on equipment that ran 
50r75 envelopes per minute. Since that 
time, and moreover in the last seven or 
eit^ht years, we have added extensive auto- 
inated systems to our manufacturing and 



order fulfillment processes, as well as 
equipment that regularly produces 750- 
1 ,000 envelopes per minute, with some up 
to 1 ,600, and which now allows us to offer 
almost 30,000 SKUs of product. 

Moreover, in addition to the faster 
folding and tnore precise cutting machines, 
our ability to print in-line has improved 
beyond anyone's imagination. We now add 
value to our commodity product line by 
printing multiple colors flexographically 
with offset quality. This enables us to offer 
our customers the ability to sell more 
"added-value" products, like printed cus- 
tom sizes, to their end-users. 

Filially, and this is true not only of the 
envelope or paper business but of all suc- 
cessful companies today, the biggest 
change in our industry over the last few 
years is the very definition of what consti- 
tutes excellent service and the fast-track 
operations necessar>' to implement such 
programs. To meet such levels today, we at 
National structure and implement our 
operations in terms of days and hours 
rather than weeks. We tiiust now be in a 
position to consistently ai^id reliably offer, 
in many cases, next day and sotnetimes 
even same day delivery to all of our mar- 
kets. Such service standards, and the abili- 
ty to make them happen, not just once in 
a while but, everyday is really the "divid- 
ing" line among successful suppliers. 



DS6?M: Where is the envelope business heaib 
cd? With the ailvent of the growing phenome- 
non of electronic communication and escalat- 
ing lH)stage costs, wlua will lie the imjkict on 
the emc/o/v industi'y! 

\W: Fifteen to 20 years ago, I could not 
attend an industry* conference or seminar 
without hearing about the advent of the 
"paperless society." Today, Americans con- 
sume four times as much paper as they did 
in the middle of the 1990s. Tlie same is 
true of envelopes, which for obvious rea- 
sons, tracks the growth of writing paper 
consumption. Fax machines and electron- 
ic mail were supposed to do away with the 
envelope business; yet, in the last 20 years, 
the envelope units in this country' have 
exponentially grown from less than 100 
billion units to 184 billion units. 

While, as 1 mentioned earlier, the 
business requires substantially higher rates 
of capital investment in order to attain 
higher standards of performance, the 
growth is there for those companies willing 
and able to participate in such a fashion. 
Even without including any additional 
sales from acquisitions, National has aver- 
aged double-digit growth for the last six 
straight years. Let's not forget that two- 





thirds of the envelope distribution in the 
U.S., almost $2 hillion of protluct, is not 
presently sold through the paper merchant 
ar envelope wholesaler; that should not he 
the case for a great deal of that business! 

DS&M: Naticnml Envelope is renoiuned in 
the industry for its exclusive merduint distribu- 
tion policy. Why have you chosen iluit policy 
and why Imve you retained that /wjIic)' far so 
many years? 

Wnj: We started our policy for very practi- 
cal reasons. The merchant offered us a 
larye and experienced sales force that 
National, through its formative years, 
could never duplicate. However, even 
now, almost 50 years after our initial deci- 
sion to sell exclusively through the paper 
merchant and envelope wholesaler, we 
continue to operate in this manner 
because we firmly believe that in our busi- 
ness, as in our personal lives, we cannot be 
"everything to everybody." Companies 
who insist that they can cater to every cus- 
tomer, like selling to the merchant as well 
as to the merchant's customers, are 
doomed to failure. Loyalty, commitment 
and integrity are the pillars of a successful 
\'enrure, personal or business. By knowing 
that National will never directly compete 
with their sales forces and take orders away 
ii'om d^em, the paper merchants are secure 
in the fact that National is always there 
solely for the puipose of helping them 
move fonvard. 

DS&M: Natioml Envelope }\as been a nuijor 
supporter of NPTA over the years through its 
relationship with Distribution Sales & 
Management. What value does your company 
gel from this relatiomhip! 



WU: The National Paper Trade 
AssiKiation has always provided the pafx^r 
merchant community, and its suppliers, 
with a st)rt of "safe harbor," where trends 
and forces that affect paper product distri- 
bution can he effectively analyzed, evaluat- 
ed and dealt with on a consistent basis. 
With the business "seas" as turbulent and 
changing as they have been over the last 
10 years, such a "safe harbor" is more 
important to future success than it e\ er was 
in the past. 




As a result, National is proud to be a 
Charter Supplier Member of the NPTA 
and honored to have one of our company's 
principals, Les Stern, National's chief 
operating officer, as a member of the 
NPTA's Board of Directors and of the 
organization's Paper Distribution Council. 

DS&M: Do you have any parting message, 
or words of advice, for our readers? 

WU: If there is one thing that 1 have 
learned from my personal experiences, 
especially during the Holocaust, and from 
our business for nearly a half century' in 



what has always been a highly competitive 
profession, is that the "will" to prevail is as 
important as the "way." Many people over 
the years ha\e prophesiied "gloom and 
doom" about the future of our paper prod- 
ucts industry'. Yet, many of us continue not 
only to exist, but to grow and succeed. 
Certainly, we are adapting to and operat- 
ing in ways ne\ er before imagined, but in 
an upward and forward fashion. 

So, if 1 could leave your members with 
only one thought it is that notwithstand- 
ing the obstacles and challenges set before 
us, we must stay strong willed, of deter- 
mined mind, laser like in a focused atten- 
tion to the details of our business and flex- 
ible enough to change. In the United 
States, the most blessed nation in the his- 
tory' of civilization, I firmly believe that 
those who endure in such a manner will 
ultimately prevail! 

Finally, please let me extend my sin- 
cere and genuine appreciation to the 
NPTA, its Board of Directors and mem- 
bers, for the privilege of being nominated 
for the Stanley O. Styles Award. Tliis is an 
honor that defines the highest standards of 
excellence in our industr^^ and 1 am hum- 
bled by your recognition. 1 accept this 
award on behalf of all National Envelope 
and Williamhouse employees, our valued 
customers and suppliers. ■ 
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^ Lead Finder 

^ Print This Page ^e® Premium Features 

Sector Consumer Products - Non-Durables > industry: Consumer Products (Non-Durables) - 
Business Forms & Other Office Supplies 

National Envelope Corporation 



Competitors I Reports I News I Key Numbers I Key People I Key Resources I For Researchers 



Premium Features Indicated By cs0 team More 

29-10 Hunters Point Ave. 
Long Island City, NY 1 1 1 01 (Map) 
New York Citv Guide and Travel Services 

http://www.NationalEnvelope.com 
Subsidiary Locations 



Phone:718-784-0505 
Fax: 718-706-7663 
Toll Free: 800-808-8455 



Corporate Hierarchy 

Pushing the envelope is this company's business. National 
Envelope makes some 100 million envelopes each day, 
ranging from regular office envelopes to customized 
envelopes for direct-mail use. Products under its 
Printmaster brand include envelopes with windows, 
translucent envelopes, booklet-style envelopes, envelopes 
with clasps, and presentation portfolios. National Envelope 
serves paper distributors and wholesalers throughout 
Canada and the US. The company's 20 divisions include 
New York Envelope, Alcor, Williamhouse, and Old Colony 
Envelope, a supplier of fine paper products. William Ungar 
owns National Envelope, which he founded in 1952. 

Top Competitors 

Mail-Well I Moore Corporation 

More Competitors ^ 

Extensive Lists. Handpicked By Our Editors 

Information Marketplace 
Buy Reports 

Business Forms and Supplies 
{Harris InfoSource, Feb 27, 2002, Business Reports) 
Plunkett's Retail Industry Trends and Statistics (Summary) 
{Plunkett Research, Ltd,, Dec 31, 2001, Business Reports) 

Buy Related Books 

Plunkett's Retail Industry Almanac 2001-2002 
(Plunkett Research, Ltd., Jun 15, 2001) 
Hoover's Comoanv & Industry Publications 



Contact Lists/Sales Leads 
Data On The Go 

• Hoover's Wireless 

• Download to PDA 

• E-mail this Capsule 

Key Numbers 
Company Type: Private 

Download FORTUNE Lists 

• #469 in Forbes Private 
500 

Fiscal Year-End: 

December 

2000 Sales (mil.): $650.0 
1-Yr, Sales Growth: 

30.0% 

2000 Employees: 5,000 
1-Yr. Employee Growth: 

42.9% 



Key People 
Chairman and CFG 

Nathan F. Moser 

CEO and COO 

Leslie F. (Les) Stern 

More Key People ss® 
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Products & Operations By Segment 

Exclusive information for subscribers ^ 

News & Commentary 
Hoover's News 

Current Stories Mentioning National Envelope 

(powered by NewsEdge) 
Company Press Releases 

Find Related Companies ^ 

Find more companies in this industry , region , or use 
Advanced Search to choose your criteria. 



Key Resources 

For Sales & Marketing 

Professionals 

Build Contact Lists With 

Hoover's Lead Finder 

FORTUNE 500 Sales 
Leads 

Get Sales Leads from 
TrueAdvantage 

Broadcast Information 
Via E-mail. Fax, or Voice 
through NikoNET 

Set up a Reservationless 
Conference Call through 
NikoNET 



For Researchers 

Patents 

Bu y D&B Business 
Reports 

Search the Dow Jones 
Publications Library 

Buy & Download Reports 

Company Web Sites For 

Subsidiaries/Divisions/ 

Affiliates 

Williamhouse 

For Job Seekers 

Job Bank 

Salary Wizard 

MR Contact: 
Karen Schreck 
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